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ABSTRACT

This independent study aimed to explore customer’s satisfaction and problems
towards the services marketing mix of Chiangmai Viangping Karnyang Co.Ltd. Data was
collected from 150 customers. Then, the collected data was analyzed by descriptive statistics
which composed of frequency, percentage, and mean.

The results showed that the majority of respondents were married male with
Bachelor’s degree working for private companies in the ages between 31 — 40 years old The
monthly income of their family was between 20,001 — 30,000 baht. Most of them owned only
one car categorized in the less than 7 seated personal cars.

The service behavior showed that the respondents came to the company during the
days off (official holidays/Saturday). The majority had never set an appointment with the
company in advance. They drove the car to wait for the service. The key services were the
purchase of tyre and the tyre change. Source of information from which the respondents learnt
about the company were the recommendation or suggestion from their friends and relatives. The
reason of choosing the services of this company was the standard/quality of products.

Based upon the studying results in terms of service marketing mix factors, the

respondents satisfaction were found at a high level for process, product, people, physical



evidence, place, and price, respectively. However, for the promotion factor, the respondents
rated their satisfaction at a moderate level.

In terms of product, the highest satisfaction was rated on the standard of service.

In terms of price, the highest satisfaction was rated on the ability to pay via credit
cards.

In terms of place, the highest satisfaction was rated on the comfortable and
sufficient parking lots.

In terms of promotion, the highest satisfaction was rated on the availability of soft
drinks services.

In terms of process, the highest satisfaction was rated on the modernized
technology of equipments and tools.

In terms of people, the highest satisfaction was rated on the pleasure and
willingness of services staffs.

In terms of physical evidence, the highest satisfaction was rated on the cleanliness
of service spaces.

Concerning on each service marketing mix factor, the findings suggested that
levels of customer’s satisfaction were indifferently when classified by type of cars, type of
services, and the dates that customers came for services. However, the highest satisfaction on
the sub-factor of each service marketing mix was differently.

Lastly, according to the problems found in each service marketing mix factor, the
respondents rated at low level for the factors namely; promotion, price, place, process, product,

people, and physical evidence, respectively.
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